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Introduction
With a total of 18 million active users and a penetration rate of 59 per cent, social media in Malaysia enjoyed an encouraging seven per cent growth rate in the year 2016 (Kemp, 2016) . As a popular platform for interactions, social media in Malaysia has managed to bridge millions of users across the globe with similar hobbies, interests as well as views (Ioanas & Stoica, 2014) . Such social media platforms include blogs, MySpace, YouTube and Facebook (Sin, Nor, & Al-Agaga, 2012) .
Blogs are popular social media platforms for recording and discussing personal feelings, ideas, and opinions related to particular events in one's daily life (Hsu, Lin, & Chiang, 2013) and it is especially popular among bloggers themselves, readers, and marketers (Colliander & Dahlen, 2011; Schertler, Kreunen, & Brinkmann, 2014) . The popularity and potential of a blogger's recommendation is evident and the underlying logic is simple: consumers trust another consumer's comments more than those given by product/service companies (Lu, Chang, & Chang, 2014) . This is more so especially if the comments are made by those who are perceived to be experts.
Previously, bloggers depend on their individual or private blogs to share comments on products or services. Today, the scenario is slightly different. Many of them now link and make themselves available not
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only through their private blogs but also on other social media platforms such as Facebook and Instagram. Users of these blogs and social media platforms have various purposes with some even becoming popular with a list of followings (e.g., well-known bloggers like Grace Bonney). They become celebrities; some bloggers are reported to have as many as 250 million social media followers. These celebrity social influencers earn millions of dollars for endorsement programmes and other businesses generated offline such as product lines and book deals (O'Connor, 2017) . Their goal is to create electronic word of mouth (eWOM) via blogs (Brown, Barry, Dacin, & Gunst, 2005; Osman, Yearwood, & Vamplew, 2009 ) so as to reap financial benefits. Without doubt, a blogger's opinion and recommendation can affect consumer purchase intention (Colliander & Dahlen, 2011; Halvorsen, Hoffmann, CosteManiere, & Stankeviciute, 2013; Erkan & Evans, 2016) . Therefore, who the consumers select as a suitable and effective blogger is a matter of crucial importance to the marketers as consumers are informed of the latest news and information via blogs that they frequently visit (Sin et al., 2012) .
Despite the popularity of social media and the vast amount of research done on eWOM (Kim & Ko, 2012; Ioanas & Stoica, 2014; Hajli, 2014; Erkan & Evans, 2016) , few studies have focused on blogs and bloggers' recommendations and its impact on consumer attitude and purchase intention (Hsu et al., 2013) . In one study, Halvorsen et al. (2013) interviewed Norwegian consumers' buying behaviours on a particular blog type i.e., fashion blog. Based on their study, it is concluded that fashion blogs do indeed affect consumer behaviours. In the Asian Pacific context, marketing researchers frequently manipulate variables such as blog types and product constructs to assess a blog's advertising effectiveness (Ho, Chiu, Chen, & Papazafeiropoulou, 2015) or the influence of personality traits i.e., need for cognition and susceptibility to eWOM (Morimoto & Trimble, 2012) . Only a handful of studies (Hsu et al., 2013; Lu et al., 2014; Hanifati, 2015) have attempted to examine how consumer attitude and purchase intention are influenced by bloggers' recommendations, particularly in the Asian context. These studies do not have separate assessments for blogger recommendations and the blog's recommendations which include comments from peer consumers (Wu & Lee, 2012; Lee & Ma, 2012; Casaló, Flavián, & Guinalíu, 2011) . Hence, it is difficult for marketers to differentiate the effectiveness between bloggers' recommendations and peer consumers' recommendations on consumer Asian Journal of Business and Accounting 11(1), 2018 attitudes and purchase intentions. Taking into account the significant amount of money marketers have spent on blogger endorsements and sponsorship, an examination using separate assessment tools to detect the difference between bloggers' recommendations and peer consumers' recommendations is necessary.
Several researchers have examined the antecedents affecting consumer attitude and purchase intention on online shopping. Among these studies, Al-Debei, Akroush and Ashouri (2015) examined how perceived benefits and trust can affect consumer attitude towards online shopping in Jordan. However, no focus was given to any specific media type or purchase intention. From the Taiwanese perspective, Hsu et al. (2013) examined consumer attitude towards online shopping by manipulating factors such as perceived usefulness and trust towards blogger recommendations. Focussing on the Indonesian market, Hanifati's (2015) study confirmed the impact of food blogger's perceived usefulness on Indonesian consumer attitude and behaviours in choosing a restaurant. Erkan and Evans (2016) thus posited that information quality is important for an online shopping context because consumers approach products and services more eagerly when the information satisfies their demands. Meanwhile, Lee and Ma (2012) examined how perceived benefits play an important role in shaping consumer attitude towards online reviews. From the outcomes noted of these studies, it can be deduced that such studies had examined online shopping or online reviews only. They had not comprehensively tested these variables in the context of blogger recommendations.
As argued by Hsu et al. (2013) , different countries have different lifestyles and culture. The adoption of information technology (IT) related products is also culturally bound (Leidner & Kayworth, 2006) . A social media study by Imran, Han, and Akhter (2016) found culture as the critical influencing factor affecting the number of shares and comments noted on social media platforms. Most importantly, the impact and intensity varied across different cultures. Yap and Gaur (2016) , in their paper on social networking usage, also asserted that findings cannot be generalised because regions are culturally different. Therefore, findings retrieved from the Taiwanese context (where blogs are a popular social media type) or the Western context may not be applicable on a multiracial, multireligion and multicultural society like Malaysia and in particular, the state of Sabah where blogs are still building their existence. Of the studies that had focussed on the Malaysian context, most samples were also from Peninsular Malaysia Antecedents of Consumer Attitude towards Blogger Recommendations on Purchase Intention markets (Shojaee & Azman, 2013; Al-Rahmi & Othman, 2013) with very little focus paid to the less developed market of Sabah. Thus, there exists a gap in terms of user profiles and backgrounds.
Sabah is among one of the poorest states of Malaysia. Despite its status, consumers in Sabah were found to spend 75 per cent more time shopping online when compared to consumers in Peninsular Malaysia (Bernama, 2017) . Bernama reported that the findings can be attributed to the longer hours spent online due to the recent significant improvement in logistics and payment gateways. However, published data pertaining to social media usage in Sabah, particularly on blogs, are still lacking. This makes it difficult to assess the market potential of blogger's recommendations in influencing Sabah consumers' online shopping behaviour in the context of Sabah.
To present a robust examination of the blogging scenario of Sabah, this study extends Hsu et al.'s (2013) study by incorporating additional factors which have been extracted from the studies of AlDebei et al. (2015) , Erkan and Evans (2016) , and Lee and Ma (2012) . These additional factors include perceived usefulness, trustworthiness, perceived benefits and information quality. This study also aims to examine the relationship existing between consumer attitude toward blogger recommendations and purchase intention. It further looks at the mediating role of attitudes by applying the partial least squares (PLS) approach in assessing the structural fit of the framework tested. This paper is divided into five sections. Section 1 presents the introduction to this study. Section 2 reviews the literature of past studies and hypotheses development. Section 3 details the methodology used in the study. Section 4 reports the results while Section 5 discusses the findings and implications of the research.
Literature Review and Hypotheses Development
A person's behaviour is influenced by his/her intention or willingness to try and the amount of effort he/she is willing to contribute in order to carry out the behaviour (Ajzen, 1991) . This is well explained by the theory of reasoned action (TRA) (Fishbein & Ajzen, 1975) and the theory of planned behaviour (TPB) (Ajzen, 1991) . This means the stronger the individual's intention to carry out a behaviour, the higher the tendency of that behaviour to be performed. Relevant to this is the behaviour of purchase intention which is a vital concept in marketing (Morrison, 1979) . Wu and Lee (2012) and Morwitz (2012) proposed that purchase Asian Journal of Business and Accounting 11(1), 2018 intention is a good predictor of actual buying behaviour. It is the main input for predicting future sales as well as for impacting marketing actions on purchase behaviours (Morwitz, 2012) . A number of marketing researchers (Lu et al., 2014) have examined and defined purchase intention as the willingness of consumers to buy a certain product/ service at a particular time and within a particular circumstance.
The advancement of technology and market uncertainty (Zamri & Idris, 2013) however, have caused the study of purchase intention to become more sophisticated and critical when compared to the past (Madahi & Sukati, 2012) . Taking the context of blogging, for instance, purchase intention refers to the extent to which a blog reader believes the blogger's recommendation could improve his/her knowledge regarding a product/service (Hsu et al., 2013) . This belief can eventually influence his/her attitude and behaviour. As mentioned earlier, even though reports noting the power of social media and the huge influence of blog sites and bloggers are vast, empirical studies focussing on blogger recommendations are still lacking. In addition to this, the examination of antecedent factors affecting consumer attitude leading to purchase intention too has not been addressed.
The TRA and technology acceptance model (TAM) (Venkatesh & Davis, 2000) explain that individuals form beliefs by referring to the information or the normative practices of a group or peers (Hsu et al., 2013) . In a buying situation, consumers frequently refer to the opinions of reference groups for their purchase (Brown & Reingen, 1987) , especially for expensive, unfamiliar or high involvement products. This is used by the consumers to assess how useful those products can be, in other words, the perceived usefulness of such products. It is also used by marketers to predict user acceptance of information technology (Hsu et al., 2013) . In the case of blogging, perceived usefulness refers to the usefulness of the blogger's recommendation in improving consumers' buying performance (Erkan & Evans, 2016) . Bloggers who are perceived as experts in a particular product category are viewed as persons who are neutral and non-commercial (Hsu et al., 2013) . Thus, their opinions and recommendations are viewed to be more reliable and useful (Wu, 2011) , especially in the context of online shopping where face to face encounters do not happen. Casaló et al. (2011) studied perceived usefulness as an antecedent to favourable attitude towards reviews from an online travel community. Their research presented some significant results. Hsu et al. (2013) also examined how bloggers' recommendations of product usefulness and consumers' trusting beliefs can influence Antecedents of Consumer Attitude towards Blogger Recommendations on Purchase Intention consumer attitudes and their behavioural intentions towards online shopping. They too found a significant positive impact of usefulness on attitude. The study by Hanifati (2015) showed a similar result whereby perceived usefulness significantly influenced consumers' behavioural intention. In general, literature shows that consumers form favourable attitudes when the recommendation is perceived to be useful. Based on this, it is hypothesised that:
H 1 : Perceived usefulness positively influences consumer attitude towards blogger recommendations.
Spread by mainly word of mouth (WOM), blogs are found to be a credible source of information when compared to other media sources (Hsu et al., 2013) . In the context of blogs, information is sent and received through marketing techniques such as commercials and advertisements (Halvorsen et al., 2013) . The basic element affecting consumers' willingness to accept a message in traditional WOM is trustworthiness and source credibility (Filieri, Alguezaui, & Mcleay, 2015) . Trustworthiness refers to the trust that viewers have towards the products recommended by the blogger (Wu & Lee, 2012) while source credibility is the perception of a just, trustable, true or even accurate information (Lu et al., 2014) . Trust is crucial in the online environment (Hsu et al., 2013) due to various associated environmental risks. In an online shopping environment, consumers tend to seek product information from different sources such as reference groups and personal social media (e.g., blogs) so as to reduce the transaction risks (Hsiao, Lin, Wang, Lu, & Yu, 2010) . Famous bloggers tend to attract bigger numbers of loyal readers as these bloggers display a high level of trustworthiness (Wu & Lee, 2012) ; and they are often viewed as non-commercial entities (Hsu et al., 2013) . In other words, they are mostly users of a particular product/service and upon their own use, they make recommendations to other users. Sparks, Perkins, and Buckley (2013) studied attitude and purchase intention of travellers staying at a resort. They postulated that the trustworthiness of online reviews had significantly affected the attitude and purchase intention of the travellers. Consumer-generated reviews for specific contents are viewed to be more trustworthy than manager-generated contents. This is because consumer reviews carry very specific information that fulfills the need of the consumers. The two-way communication between bloggers and readers can eventually increase perceptions of trust. This is especially true when the positive reviews come from bloggers who Asian Journal of Business and Accounting 11(1), 2018 are perceived to be experts in their field rather than mere consumers (Plotkina & Munzel, 2016) or marketers. Based on this it is thus hypothesised that:
H 2 : Trustworthiness positively influences consumer attitude towards blogger recommendations.
Besides trustworthiness on bloggers and perceived usefulness of products, consumers can be further persuaded to show higher purchase intention in another way. Park, Lee, & Han (2007) suggested that if the good quality reviews are high in number, consumers tend to show higher purchase intention. This finding is consistent with Zhang, Zhao, Cheung, and Lee (2014) . Reviews which are informative will act as complementary information that reduces perceived risks thereby improving purchase intention. Information quality is defined as "the bloggers' general perception of the collective content quality of blogs in a specific blog service provider" (Wang & Lin, 2011, p. 52) . Consumers perceive information characteristics such as relevance, understandability, sufficiency, objectivity and adequacy persuasiveness as important criteria for judging content quality (Park et al., 2007; Zhang et al., 2014) . The advancement of online technology allows consumers to use and rely heavily on consumer-generated media to obtain valuable consumer reviews (Filieri et al., 2015) . Hence, the quality of the information, especially those provided by the expert blogger, is crucial in forming favourable attitudes. Based on this, it is thus hypothesised that: H 3 : Information quality positively influences consumer attitude towards blogger recommendations.
Consumers receive both positive and negative reviews (i.e. benefits versus costs) from blogs. They try to use these reviews to maximise their benefits over costs (Lee & Ma, 2012) . In the case of bloggings, perceived benefits refer to consumers' beliefs about the relative advantages of using a recommendation post. Consumers form favourable attitudes when they perceive from online reviews that they would enjoy more benefits than costs. The perception of the positive outcomes arising from a particular option or perceived benefit (Leung, 2013) drives their purchase intention (Park et al., 2007) . Despite its importance, consumers' perceived benefits of online reviews including blogger reviews, have not been explicitly studied (Lee & Ma, 2012) . In the case of blogger recommendations, the relative advantages from using a recommendation post refers to the perceived usefulness of the review in helping them to gather information about the features, functions, price range, quality, and popularity of the product (Lee & Ma, 2012) . Hence, consumers form more favourable attitudes towards blogger recommendations when the perceived benefits are high. Based on this, it is thus hypothesised that:
H 4 : Perceived benefits positively influences consumer attitude towards blogger recommendations.
Attitude towards an object in an online shopping context is defined as "a collected set of beliefs individuals form regarding a particular object and it can not only predict the willingness of consumers to perform an action but also mediate the influence of beliefs formed as a result of online informational cues on purchase intention" (Sparks et al., 2013, p. 2) . As defined by Hanifati (2015, p. 150) , "attitude towards blogger recommendations is the extent to which a blog reader has positive feelings about the information provided by the blogger". Consumer attitude has been widely used as the prediction of consumer behaviour (Casaló et al., 2011) . Well known theories such as TRA, TPB and TAM have proposed that the individuals' behaviour intentions are influenced by their attitude towards the behaviour. For instance, Prendergast, Ko and Yuen (2010) found that the positive attitude towards an online forum strengthen the purchase intention of the products discussed. In the case of online product recommendations, Hsiao et al. (2010) also posited that attitude towards online shopping is the most important predictor of a user's behavioural intention. In other words, increased positive attitude will lead to increased behavioural intention. A study on young social media users' beliefs, attitude, and behavioural responses toward social media advertising also found a significant relationship between attitude toward social media advertising and behavioural responses (Chu, Kamal, & Kim, 2013) . A positive attitude towards social media advertising can lead to a higher involvement in brand messages and information seeking efforts and eventually, the purchase intention. Therefore, a more favourable attitude towards blogger's recommendations will lead to a higher purchase intention. Thus, it is hypothesised that:
H 5 : Consumer attitude towards blogger recommendations positively influences consumer purchase intention. Sparks et al. (2013) noted the mediation role of attitude in the relationships of different variables. In their study, attitude towards staying at a resort is found to mediate the influence of beliefs about the utility of the reviews and trust on purchase intention. This finding suggests that trust in a resort and the reviews together with the beliefs of consumers in the utility of the reviews, influence consumer attitude toward staying at the resort. This, in turn, mediates the effect of such belief on purchase intention. A similar result is found in Liang, Ekinci, Occhiocupo and Whyatt's (2013) study. Here, travellers' overall attitude towards the eWOM communication mediates the direct influence of the antecedents of travellers' eWOM communication (namely, subjective norms, adoption of the electronic communication media technology and customer dissatisfaction/satisfaction with travel consumption experiences) on the travellers' intention to use eWOM communication media. Similarly, in the case of blogger recommendation, attitude serves as a mediator between the four antecedent factors and purchase intention. Based on this, it is thus hypothesised that:
H 6 : Consumer attitude towards blogger recommendations mediates the relationship between perceived usefulness and purchase intention. H 7 : Consumer attitude towards blogger recommendations mediates the relationship between trustworthiness and purchase intention. H 8 : Consumer attitude towards blogger recommendations mediates the relationship between information quality and purchase intention. H 9 : Consumer attitude towards blogger recommendations mediates the relationship between perceived benefits and purchase intention.
Research Methodology
Earlier methodological considerations include blog types and respondent criteria. In this study, two pretests were carried out prior to the main study. Pretest 1 aims to determine the types of blogs that were frequently visited by the respondents. Respondents were instructed to answer the questionnaire based on their experiences with the blog sites that they frequently visit. From a total of 30 responses collected, it appears that fashion blogs (36.7 per cent) and travel blogs (40 per cent) were the highest rated in terms of frequency of visit. These two blog types were then used as a general reference for blog types in the main study.
Pretest 2 aims to cross check the reliability and testability of the questionnaire used in the main study. Due to the bilingual nature of the questionnaire (English and Malay), it is important to identify and eliminate potential problems such as translation differences in meaning, typo errors and formatting issues. Back to back translation, which is commonly used in marketing research (Douglas & Craig, 2007) was carried out. Following the questionnaire, a total of 10 respondents were interviewed so that their feedback can be used to improve the comprehensiveness of the questionnaire. Every measurement item and sentence in the questionnaire was thoroughly checked by both the interviewees and interviewers. Any discrepancy was resolved through mutual agreement after discussion.
To ensure respondents' relevancy, a screening question was asked prior to the answering of the questionnaire: "Have you read articles in a blog?" All constructs and items in the questionnaire were adopted and adapted from extant literature with modifications made to suit this study (refer to Appendix A for the list of measurement items). The fivepoint scale items for perceived usefulness were adopted from Hsu et al. (2013) . The nine 5-point scale items for trustworthiness were adopted from Hsu et al. (2013) , Lee and Ma (2012) and Erkan and Evans (2016) . For information quality, six 5-point scale items were developed from Park et al. (2007) . One item, "each recommendation post of the products is objective" was later deleted from the structural testing due to its low factor loading. The seven 5-point scale items of perceived benefits were adapted from Lee and Ma (2012) . Meanwhile, the four 5-point scale items for attitude toward blogger's recommendations were adopted from Casaló et al. (2011) and Lee, Xiong and Hu (2012) . Finally, the four 5-point scale items for purchase intention were adopted from Plotkina and Munzel (2016) .
The target population of this study was the people who have read blog articles, particularly those residing in the districts of Kota Kinabalu, Tawau and Sandakan in the Sabah state. These three districts have the highest population number (Department of Statistics Malaysia, 2010) as well as a higher number of Internet users. From the sum of population (total population of the three districts = 1,284,394 people), the sample size of 384 was calculated by adopting the convenience sampling method, with the sampling fraction of 0.03 per cent over the total population. In addition, the G*Power analysis with the effect size of 0.15 (Cohen, 1988) was run to determine the minimum required sample size. A total number of 384 valid responses were collected for the main study out of 400 questionnaires distributed (response rate of 96 per cent). This figure exceeds the minimum requirement of 138 and therefore, is considered as appropriate and acceptable for analysis.
Data Analysis and Findings

Respondent Profile
The profile of the respondents is shown in Table 1 , showing the majority being Malays and Bumiputera (77.6 per cent), females (59.9 per cent), aged between 26-35 years old (41.1 per cent) and with minimum qualification of bachelor's degree (37.8 per cent). The ethnic composition of the respondents was found to be representative of the Sabahan population. From the screening question procedure, more female blog 
Common Method Bias
Common method bias is caused by the variance in the responses due to adopted measurements rather than the respondents (Brannick, Chan, Conway, Lance, & Spector, 2010) . Since this study employed a crosssectional survey, common method bias may be a concern in affecting study results. Therefore, Harman's single factor test was carried out; and the extracted sum of squared loading for the first variable is 30.52 per cent, which is lower than the cutoff point of 50 per cent (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003) . This implies that the data did not suffer from common method variance.
Analysis of Measurement Model
Structural equation modeling with PLS approach was used to analyse the measurement and structural models. This study adopted a twostep procedure recommended by Anderson and Gerbing (1988) . In this approach, the measurement model was first examined to measure reliability, convergent validity and discriminant validity. Following this, the structural model was formed to test the hypotheses. Table 2 shows the consistency, reliability and convergent validity of the measurement model that was constructed in this study. All the loadings in the study exceeded the recommended threshold value of 0.5 (Hair, Black, Babin, & Anderson, 2010) . They also ranged from 0.656 to 0.861. The average variance extracted (AVE) of the constructs ranged from 0.517 to 0.659 which also exceeded the recommended threshold value of 0.5. These results prove the adequate convergence validity of the constructed measurement model. The composite reliability (CR) values ranged from 0.845 to 0.911 which also exceeded the recommended threshold value of 0.7. This indicates a good reliability.
The square root of every AVE value of each latent construct was calculated so as to reflect the discriminant validity. It can be seen from Table 3 that the square root of the AVE at the diagonals was found to exceed the off diagonals element in the corresponding row and column. Note: AVE = average variance extracted, CR = composite reliability.
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Bolded figures in Table 3 display the square roots of the AVE while the non-bolded figures are the inter-correlation values between the constructs.
Structural Model Analysis and Hypotheses Testing
A 5000 resample of bootstrapping procedure was run in order to test the structural model and its associated hypotheses. As indicated in Figure  1 , the R 2 values of the dependent variable (purchase intention) and the mediating variable (attitude towards bloggers' recommendations) are 0.479 and 0.516, respectively. The R 2 values were above the threshold of 0.333, indicating a moderate model. Path coefficient was then used to examine the strength of the relationships. According to Hair et al. (2010) , the value of path coefficient should be greater than 0.1 and is significant at 0.05 level. Figure 1 shows that all path coefficients are found to be larger than 0.1 and also significant at the 0.05 level. Table 4 and Figure 1 show the results of the t-values after the bootstrapping procedure, indicating that H 1 to H 4 are supported. Perceived usefulness (β=0.213, t-value=4.082, p<0.01), trustworthiness (β=0.283, t-value=5.113, p<0.01), information quality (β=0.218, t-value=4.017, p<0.01), and perceived benefits (β=0.170, t-value=3.449, p<0.01) were found to have positive relationships with consumer attitudes towards blogger recommendations. Further, consumer attitudes towards blogger recommendations positively influenced consumer purchase intention towards products recommended by bloggers (β=0.692, t-value=16.873, p<0.01), hence H 5 is also supported. Further to the above, the effect size (f
2
) of the relationships were tested and results are presented in Table 4 so as to evaluate the strength of the statistical claim. A larger absolute value generally indicates a stronger effect. According to Cohen (1988) , f 2 of 0.02 is considered small, 0.15 is considered medium, and 0.35 is considered large. In this study, the highest f 2 was found in the relationship between consumer attitudes towards bloggers' recommendations and consumer purchase intention towards products recommended by bloggers, which is 0.918. 
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Meanwhile, the relationship between perceived benefits and consumer attitudes towards products recommended by bloggers had the lowest effect size, f 2 =0.032. Among the four antecedent factors, trustworthiness possessed the highest f 2 of 0.077, indicating that trustworthiness is the most important factor in influencing consumer attitudes toward blogger recommendations.
Mediation Analysis
A mediation test was carried out by bootstrapping the sampling distribution of the indirect effect (Hair, Hult, Ringle, & Sarstedt, 2017) as suggested by Preacher and Hayes (2008) and Zhao, Lynch and Chen (2010) . The mediation test procedure was based on Zhao et al.'s (2010) guidelines instead of Baron and Kenny's (1986) . This is because "more recent research point to the conceptual and methodological problems of the approach" (Hair et al., 2017, p. 232 ). Structural equation model (SEM) approach is said to dominate the "causal steps approach" of Baron and Kenny (1986) as it did not assume the three equations in the three-variable-non-recursive causal model to be independent (Zhao et al., 2010) . Baron and Kenny's (1986) golden standard of "full mediation" was argued to be less relevant in many empirical studies as majority of the studies were concluded with "partial mediation" or direct effect (Zhao et al., 2010) . The independent variable does not have to significantly affect the dependent variables. In fact, the significant indirect effect is posited to be the only requirement for mediation, when using bootstrap test and not Sobel test (Zhao et al., 2010) . Sobel test was also not included as it is not consistent with the non-parametric PLS-SEM method (Hair et al., 2017) . The mediation test was done by bootstrapping the sampling distribution of the indirect effect. Bootstrapping is applicable to small sample size data without making assumptions on the shape of the variable distribution or the sampling distribution (Hair et al., 2017) . According to Hair et al. (2017) , "bootstrapping yields a higher level of statistical power when compared to the Sobel test" (p. 235). Mediation effects occur when the mediator intervenes between the exogenous and endogenous variables (Hair et al., 2017) . Table 5 shows that the mediation tests carried out supported all the mediation hypotheses. Attitude towards blogger's recommendation was found to be a significant mediator for the relationships between the four antecedent factors and purchase intention (Perceived Usefulness→ Purchase Intention: β=0.147, t=4.021, p<0.01; Trustworthiness→Purchase Intention: β=0.196, t=5.066, p<0.01; Information Quality→Purchase Intention: β=0.151, t=.902, p<0 .01 and finally, Perceived Benefits→ Purchase Intention: β= 0.118, t=3.210, p<0.01 respectively). In other words, a change in perceived usefulness, trustworthiness, perceived benefits and information quality can lead to a change in attitude towards bloggers' recommendations which, in turn, changes the purchase intention. There is also no zero in between upper limit (UL) values and lower limit (LL) values thereby indicating the mediation effects. Thus, the mediation results support H 6 , H 7 , H 8 and H 9 .
Discussion and Implication
On the relationship noted between the four antecedent factors and consumer attitude, this study finds that the factor of trustworthiness has the greatest impact, followed by information quality, perceived usefulness and perceived benefits. The relationship between trustworthiness and consumer attitude towards blogger recommendations is statistically supported in this study which shows that consumer attitude towards blogger recommendations tend to be more favourable if trust is involved. Trust helps consumers to avoid risks in the online context and the positive outcomes brought by trust will help to develop the positive attitude of consumers towards carrying out a behaviour (Casaló et al., 2011) . The findings also show that blogs are viewed as credible sources of information (Hsu et al., 2013) and bloggers with high popularity can attract many loyal readers, thereby displaying the characteristic of trustworthiness (Wu & Lee, 2012) . In fact, consumer-generated reviews Note: PU = Perceived Usefulness, Trustworthiness = TR, IQ = Information Quality, PB = Perceived Benefits, AT = Attitude, PI = Purchase Intention. ** denotes significance at p<0.01.
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(in this case, the blogger recommendations) with specific contents are viewed to be more trustworthy than manager-generated contents and this seems to increase consumers' perceptions of trust (Sparks et al., 2013) . These bloggers are also viewed as non-commercial entities (Hsu et al., 2013) . The present findings are consistent with Zhang et al. (2014) in that reviews from a trustable blogger were perceived to be credible and more trustworthy than company sponsored advertising. They are also considered as true, accurate, convincing and reliable. Based on their firsthand experience and more neutral opinions, recommendations by a blogger who is viewed as an expert, can generate a higher degree of trust (Halvorsen et al., 2013) . In fact, trustworthiness is the most important antecedent factor that can influence consumers' attitude towards blogger recommendations.
The findings of this study posit a positive relationship between information quality and consumer attitude towards blogger recommendations. Blogger recommendations will also act as a complementary information in improving consumers' purchase intention. Consumers' attitude towards blogger recommendations tend to be more favourable when the information quality is clear, credible, understandable and carries high quality reasons to support the opinions. These consumers use consumer-generated media to obtain reviews from previous customers whom they perceive to be valuable. Consumers rely on these reviews heavily as they are highly valued information which is not biased and is based on personal experience (Filieri et al., 2015) . The comments could be negative or positive in nature and are considered as important for consumers' decision making. Therefore, consumers are better persuaded; they also become more inclined towards buying the product (Park et al., 2007) .
The findings of this study indicate that consumers form favourable attitude towards bloggers' recommendations which are perceived to be useful. This finding is aligned with Hsu et al.'s (2013) study which investigated the influence of the usefulness of blogger recommendations and consumers' trusting beliefs on their purchase intention toward online shopping. The reason for this could be the influence bloggers' recommendations have on consumers' buying process. This serves as a vital source of information for the consumers during the searching stage and it can finally help consumers to affirm their final purchase decision. Undoubtedly, bloggers are considered as experts who are able to discuss the products in a realistic and unbiased manner. By providing useful information, their recommendations also help readers to form attitudes about the strength and weakness of certain products. Clearly, such recommendations help readers to improve their shopping effectiveness, performance, productivity and also their understanding of the products. This finding is consistent with Casaló et al.'s (2011) study which reveals that perceived usefulness of the online travel community reviews increase the efficiency of travellers in planning their travel plans.
The findings of this study also show a significant positive relationship between perceived benefits and consumer attitude towards blogger recommendations. This suggests that by being able to gather information about the products such as features, functions, price range, quality and popularity (Lee & Ma, 2012) , consumers also form favourable attitudes towards blogger recommendations. This helps to reduce their risks of making a decision. Lee and Ma (2012) investigated consumer perceptions of online consumer reviews and the effects of consumer perceptions on consumer attitude and usage behaviours. They proposed that perceived benefits contribute significantly to favourable attitudes toward online reviews which also support the outcome of this study. Thus, it can be inferred that consumers tend to have more favourable attitudes towards blogger recommendations when the perceived benefits of the blogger recommendations are higher.
This study examined the proposed structural relationships and the effect size of each of the relationships. The relationship between attitude toward bloggers' recommendations and purchase intention was found to have the largest effect size. This finding conforms to the findings of previous studies conducted by Prendergast et al. (2010 ), Hsiao et al. (2010 , Chu et al. (2013) and Lu et al. (2014) , with the exception that previous studies did not examine blogger recommendation effects specifically. Prendergast et al. (2010) , for instance, argued that when consumers have positive attitudes towards an online forum, the forum communications will be perceived to be more persuasive. Therefore, this strengthens the purchase intention. The current study is also able to show that attitude is a very important factor affecting behavioural intention. The more consumers like the recommendations, the more consumers perceive the blogger recommendations to be good, positive and favourable, the more likely they will consider buying the recommended product.
The findings of the main study also support the outcome noted in the mediation role of consumer attitude towards blogger recommendations. Antecedent factors such as perceived usefulness, trustworthiness, information quality and perceived benefits influenced Antecedents of Consumer Attitude towards Blogger Recommendations on Purchase Intention consumer attitude towards blogger recommendations which in turn mediates the effect on purchase intention. Sparks et al.'s (2013) found a significant mediation effect of attitude towards staying at a resort. Liang et al. (2013) found that travellers' overall attitude mediates the direct influence of subjective norms, adoption of electronic communication media technology and customer dissatisfaction and satisfaction with travel consumption experience on travellers' intention to use eWOM communication media. Undoubtedly, blogger recommendation is a popular type of eWOM that is frequently utilised by consumers. Likewise, this study also finds that consumer attitude towards blogger recommendations mediates the effect of blogger recommendations on consumer' intention to purchase. Rather than having direct influences, antecedent factors such as perceived usefulness, trustworthiness, information quality and perceived benefits have stronger indirect relationships with purchase intention.
The outcomes generated here will benefit academicians and marketing practitioners. This study has presented evidence to show how blogger recommendations can influence consumer attitude and behavioural intention structure. Previously, Hsu et al. (2013) only partially examined the role of perceived usefulness and trust on consumer attitude toward blogger recommendations while Erkan and Evans (2016) tested the influence of information quality of social media on purchase intention and Lee and Ma (2012) examined how perceived benefits play an important role in shaping consumer attitude towards online reviews. Their studies did not differentiate between blogger recommendations from peer consumer recommendations; these studies also did not apply all the variables/factors to assess consumer attitude on purchase intention. That gap is filled by the current study which has successfully examined and confirmed the mediating role of attitude in the relationship between antecedent factors to attitudes and purchase intention.
From the practical perspective, useful evidence can be drawn to confirm the influential power of the blog as an effective integrated marketing communication tool. Therefore, marketers should utilise blogger recommendations to help consumers to understand their products hence increase sales. A useful and detailed recommendation provided by a blogger, based on firsthand experience can create persuasive messages which can enhance consumer purchase intention. Consumers are interested to know how a product works. They also welcome other information such as price, place, after sales services and warranties provided by bloggers including product features. Since some bloggers are sharing as well as offering promotional information based on firsthand experience, regardless of product brands, it is important to address and compare the different options available in the market. This information will be perceived as beneficial to consumers in terms of helping them to reduce perceived risks (e.g., time, resource, effort and monetary risks). This can improve and enhance consumers' decision making. In general, the recommendations should contain quality information with sufficient supporting reasons which are also objective, understandable, credible and clear.
This study provides valuable insights to marketers in choosing and evaluating their sponsored bloggers. It is proven by the effect size analysis that even though all antecedents are significant contributors, trustworthiness emerges as the most important contributing factor to favourable attitudes, followed by information quality, perceived usefulness and perceived benefits. Spreading mostly through word of mouth (WOM), consumers perceive blogger recommendations as a trustable source for their buying evaluations as compared to other media sources (Hsu et al., 2013) . Smart bloggers with high popularity tend to attract more visitors to view their page in a day, better than the biggest newspaper circulation even (Wu & Lee, 2012) . Thus, it is important for marketers to choose a blogger who is not only popular but also trustable in building favourable consumer attitudes which can eventually influence their purchase intention.
Nonetheless, marketers have to be cautious with the blogger's reputation. While useful, beneficial and quality recommendations will improve consumer attitude towards blogger recommendations which in turn enhance their purchase intention, the opposite is also true. In the case of tour operators, travel agencies or the Ministry of Tourism, consideration should be given in hiring only popular bloggers with good reputation to write about their product/service reviews. Similarly for fashion blogs, fashion bloggers should recommend useful information such as current fashion trends, latest fashion or product launch, price comparison, promotional campaigns and outlet locations to influence consumers' attitudes. Since trustworthiness is the main concern, marketers need to be extra cautious about not offending consumers who hold negative impressions of sponsored reviews. Too much bloggers' positive reviews can cause the sponsored reviews to be viewed as bias and misleading (Lu et al., 2014) . This may be viewed as just "a form of online ads rather than consumer review of personal usage experience" (Lu et al., 2014, p. 259) .
The findings of this study also suggest that marketers should stress on the quality of the recommended information so that its perceived usefulness and perceived benefits can be detected by consumers. Nonetheless, marketers need to give caution to the issue of information overload which could hinder information search and increase uncertainty (Lee & Ma, 2012; Park, Lee, & Han, 2006) . Information overload occurs when "the volume of information supply exceeds the capacity of an individual" thereby leading to "dysfunctional consequences such as stress and anxiety" ( (Morwitz, 2012, p. 198) . Blogger recommendations could range from simple recommendations to attribute-value information which require different levels of cognitive processing of contents. In other words, while providing useful, beneficial and quality information to consumers, bloggers need to be careful with the delivery method and the web page design so as to reduce information overload.
Unlike Facebook users who have been traced properly by various online research companies, database on blog users in Malaysia is still unavailable. Nevertheless, this study has shed light on the use of blogs in the Malaysian context and in particular Sabah, where blog usage is still largely unidentified (Department of Statistics Malaysia, 2016). The findings of the present study has indicated that fashion and travel blogs are the two most frequently visited sites but other blogs such as food, 3C products, games and toys, cars and accessories, and novels may also be in demand. Therefore, marketers can use these insights to plan their future marketing strategies.
Conclusion, Limitation and Recommendation for Future Research
This study has confirmed the relationships between the four antecedent factors, namely perceived usefulness, trustworthiness, perceived benefits and information quality and attitude toward blogger recommendations. This study also finds a significant relationship between attitude and purchase intention as well as the mediating role of attitude towards blogger's recommendations.
However, the results of this study need to be interpreted and considered with some limitations. The first limitation is the generalisability of the findings. Even though the findings of the study conform to that of previous studies, other factors could play a part in influencing consumer attitude towards blogger recommendations and purchase intention. Besides demographic variables, moderators such as culture, product characteristics (e.g., complexity of the product, level of product involvement) or user readiness (e.g., blog user vs. non blog user, product user vs. non-product user) could be examined for their effects on blogger recommendations and consumer purchase intention. Most importantly, the data were collected from only the state of Sabah, rather than the whole of Malaysia, hence it limits the generalisability of the findings. Thus, more Internet as well as social media related studies should be conducted to examine consumers' online buying intention and decision making processes via the new media platform.
To date, there is limited published data indicating the total number of blog users, social media users or Internet users according to each state and district in Malaysia. This makes it difficult to determine the exact type of social media when conducting studies. Moreover, even though the screening questions were added to ensure that respondents were familiar with the subject matter, the incompleteness of data restricts the possibility of drawing a more precise sample size from the total number of blog users. The current study was only able to guide the respondents to the most frequently visited blogs such as fashion and travel blogs and not others. Further, data collection was not able to differentiate the blog types hence the findings cannot be further generalised to all blogs. Future study could examine the influence of blog types on attitude and buying patterns. Future research could also focus on one particular type of blog instead of several blogs. Since consumers may have different consideration factors in forming attitude and behavioural intention for different product categories, future studies should consider comparing bloggers who use private blogs and those who use multiple platforms (e.g. combining private blogs with Facebook and Instagram) so as to examine their influence on consumers' attitude and purchase intention. Experimental studies comparing the impacts of blogger recommendations and peer consumer recommendations will also provide useful insights to marketers.
In conclusion, this study has specifically measured the effect of blogger recommendations (excluding the effect of peer consumer recommendation); it also confirms the proposition that blogger recommendations affect consumer attitudes and purchase intention. This study suggests that factors such as perceived usefulness, trustworthiness, information quality, and perceived benefits need to be given extra attention so as to build favourable consumers' attitudes. Consumers who have favourable attitudes towards blogger recommendations have higher purchase intention towards the products recommended by
